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ANALYZING TOURIST MOTIVATION FOR DESTINATION
PROMOTION THROUGH EWOM: FOCUS ON GASTRONOMIC
EVENTS

AHAJIM3A MOTUBAIIMJE TYPUCTA 3A ITPOMOIIJY JECTUHAIIUJE
IIYTEM EWOM-A: ®OKYC HA TACTPOHOMCKE MAHU®ECTALIUJE

Abstract: Gastronomy plays a significant
role in the cultural experience of every-
day life, offering tourists a unique way to
explore different aspects of a destination.
Culinary experiences often serve as a key
factor in the decision-making process when
choosing travel destinations. During 2023
and 2024, the authors conducted a study at
four major events in rural areas of Serbia:
Kulen Festival in Erdevik, Bacon Festival in
Kacarevo, Cabbage Festival in Mrcajevci,
and Bean Festival in Cenej, surveying a to-
tal of 235 visitors. The aim of the research
was to analyze the motivation of tourists at
gastronomic events with the goal of pro-
moting the destination through eWOM. The
results showed that five factors influence
tourists at gastronomic events to be moti-
vated to recommend and promote the tourist

Ancmpakm: [acmponomuja uma 3HadajHy
Y02y Yy KVIMYPHOM OO0XCUBBLA]Y CBAKOOHE-
8HO2 Jicueoma, npyxcajyhu mypucmuma je-
OUHCMBEH HAYUH UCMPAICUBAFA PAITUYU-
mux acnekama OJecmunayuje. Kynunapcka
UCKYyCmea 4ecmo npeocmasmnajy  KaoyuHu
Gaxkmop y npoyecy 001yuu8arba NpUIUKOM
uzbopa mypucmuukux decmunayuja. Toxom
2023. u 2024. 200une, aymopu cy cnpogeiu
ucmpasxicugarbe Ha Yemupu 3HadajHe MaHu-
gecmayuje y pyparnum Oenosuma Cpouje:
@ecmusany kynena y Epoesuxy, @ecmusany
cnanune y Kauapesy, Kynycujaou y Mpuaje-
syuma u Ilacymujaou y Yenejy, ankemupajyhu
ykynHo 235 nocemunaya. Luw ucmpascu-
sarba OUO je ananuza momusayuje mypucma
Ha 2aCMPOHOMCKUM Mauugecmayujama ca
YusmemM npomoyuje oecmunayuje nymem enex-
MPOHCKO2 YcMeHo2 npeHouera (eWOM).
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destination through eWOM. The findings of
this study indicate a significant potential
for the development of gastronomic tourism
in rural tourist destinations in Serbia. The
practical implications of this research sug-
gest that organizers of gastronomic events
should focus on enhancing the tourist expe-
rience in order to encourage more positive
eWOM, thereby effectively promoting desti-
nations and attracting a larger number of
tourists.

Key words: motivation, rural destination,
gastronomic events, eWOM

Introduction

Certain regions worldwide have seen si-
gnificant growth in gastronomic tourism. To
attract more tourists interested in exploring
a location through its cuisine, destinations
host various gourmet events. Globally, ga-
stronomic tourism plays a key role in de-
veloping tourism destinations (Stojanovic¢
& Cerovié, 2008; Vukoli¢, 2020). Culinary
experiences often motivate travel and shape
the visitor experience (Basil & Basil, 2016;
Perez-Galvez et al., 2021). Food is increa-
singly recognized in tourism as part of local
culture, tourism promotion, and economic
growth (Hall & Mitchel, 2001). Additio-
nally, electronic word-of-mouth (eWOM)
has become vital for promoting destinations,
as tourists rely on online reviews. Specific
traveler types, like chefs, seek new culinary
products and techniques, using them as in-
spiration for their restaurants (Cordova-Bui-
za et al., 2021). Gastronomy also contributes
to the economic progress of destinations, es-
pecially in developing countries (Mgonje et
al., 2016). Gastronomic tourism effectively
promotes destinations, preserving the value
oflocal products (Anderson et al., 2017). Re-
cent studies in Spain, Italy, Ireland, Peru, and
Serbia analyze gastronomic tourism’s impact

Pesynmamu cy nokazanu oa nem gaxmopa
ymuue Ha mypucme Koju nocehyjy eacmpo-
HOMCKe MaHupecmayuje oa 6y0y momusuca-
HU 0a npenopyie u nPoMOSUULY MYPUCHUYKY
oecmunayujy nymem eWOM-a. Hanrasu ose
cmyouje yKazyjy Ha 3HA4AjaH NOMEHYUuja 3a
Paze6oj 2acmpoHOMCKo2 Mypusma y pypatHum
mypucmuukum Oecmunayujama y Cpouju.
Ilpakmuune umnIUKAYUjE UCTIPAICUBAILA
cy2epuuty 0a opeaHu3amopu 2acmpoHOMCKUX
Mmanughecmayuja mpeba oa ce poxkycupajy Ha
VHanpehere mypucmuykoe 00#CU8/bajd KaAKo
ou noocmarau nozumusruju eWOM, uume 6u
ce epekmueHo npomosucane oecmunayuje u
npugykao eehiu bpoj mypucma.

Kwyune peuu: momusayuja, pypaiia oec-
MmuHayuja, eacmporHomcke manugecmayuje,
eWOM

on tourist satisfaction and destination evalu-
ation (Jimanez Beltran et al., 2016; Janqueira
et al., 2020; Peira et al., 2018; Cordova-Bui-
za et al., 2021; Vukoli¢ et al., 2021). Cordo-
va-Buiza et al. (2021) found that tourists mo-
tivated by gastronomy are likely to recom-
mend destinations through eWOM. Hjalager
(2004) and Pesonen et al. (2011) noted that
tourist motivations related to gastronomy
vary widely, with culinary expectations in-
fluencing destination choice (Basil & Basil,
2016; Lopez-Guzman, 2017). This research
at four major gastronomic events examined
tourist motivation and their intention to re-
commend destinations via eWOM. Results
show that tourists motivated by the gastrono-
mic offerings are willing to recommend the
destinations to others through eWOM.

Literature

Tourist motivation represents a key
concept in tourism research as it helps to
understand the reasons why people travel,
how they choose destinations, and what the-
ir expectations are regarding their journeys
(Pearce & Lee, 2005; Petrovi¢ et al., 2017).
Tourist motivation can be defined as a set of
psychological and social factors that drive
individuals to engage in tourism activities
(Yousaf et al., 2018). One of the most in-
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fluential theoretical frameworks for under-
standing tourist motivation is the push-pull
factor model. Push factors refer to internal
impulses or needs of the individual, such as
the need for escape, relaxation, adventure, or
education. On the other hand, pull factors are
specific characteristics of a destination that
attract tourists, such as natural beauty, cul-
tural heritage, or recreational opportunities
(Masina et al., 2021; Carvache-Franco et al.,
2023).

Socio-psychological theories also provi-
de significant insights into tourist motivati-
on. Research highlights the importance of
intrinsic and extrinsic motivation in tourist
behavior, where intrinsic motivation stems
from the satisfaction derived from the acti-
vities themselves, while extrinsic motivati-
on arises from rewards that are not directly
related to the activities, such as status or
recognition (Yoo et al., 2018). It is also su-
ggested that tourists make decisions based
on their expectations about how well a par-
ticular trip will meet their needs and desires
(Pizam & Mansfeld, 1990; Yoo et al., 2018).
Cultural factors play a crucial role in shaping
tourist motivation. Studies show that cultu-
ral context can significantly influence what
tourists seek in their travels (Boukas, 2013).
For example, tourists from Western coun-
tries may be more motivated by adventure
and autonomy, while tourists from collecti-
vist cultures may place greater importance
on family travel and social interactions (Li
& Cai, 2012).

Demographic factors such as age, gender,
education, and economic status also have a
significant impact on tourist motivation. Si-
milarly, economic status influences whether
tourists will seek luxury destinations or de-
stinations with lower costs (Aziz et al., 2018;
Ma et al., 2018).

In recent years, research on tourist moti-
vation has increasingly focused on specific
types of tourism, such as ecotourism, gastro-
nomic tourism, and cultural tourism (Gra-
can, 2020; Telbisz et al., 2023). For example,
research in the field of gastronomic tourism
shows that the motivation to visit destinati-

ons may be directly related to the desire to
enjoy local cuisine and culinary experiences
(Galati et al., 2023; Gajic¢ et al., 2024). Addi-
tionally, with the rise of digital technologies,
the motivation to travel is increasingly sha-
ped by the influence of social networks and
online communities. These platforms allow
tourists to research destinations before tra-
veling, receive recommendations from other
travelers, and build expectations that influen-
ce their final decisions (Aziz & Alam, 2024).

Electronic word of mouth (eWOM) has
become one of the most powerful tools for
promoting tourist destinations. eWOM refers
to any form of communication or recommen-
dation that users exchange over the internet
about products, services, or in this case, de-
stinations (Mukhopadhyay et al., 2023). In
the context of tourism, eWOM encompasses
reviews, comments, ratings, blogs, and social
media, all of which have a significant impact
on the perception and decisions of potential
tourists. The development of the internet
and digital platforms has enabled tourists
to share their experiences with a wider au-
dience, resulting in the increased importan-
ce of eWOM in travel decision-making (Le
& Ryu, 2023). Unlike traditional marketing
channels, eWOM is perceived as an authen-
tic and informal form of communication, as
it comes from other users rather than brands
or official sources. This factor enhances the
trust and credibility of eWOM in the eyes of
potential tourists (Llamero, 2014; Abubakar
et al., 2017).

eWOM can significantly influence the
image of a tourist destination. Positive re-
views and recommendations can attract new
visitors, while negative comments can de-
ter potential tourists (Pantano & Di Pietro,
2013). Additionally, eWOM plays a crucial
role in raising awareness of lesser-known
destinations, allowing them to compete with
larger and more popular tourist centers (Me-
dekova et al., 2023). Research shows that
eWOM plays a significant role during the
planning stages of a trip and in the decisi-
on-making process. Potential tourists often
explore online reviews and recommendations
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to gather information about destinations they
are considering. Based on this information,
they make decisions about where to travel,
where to stay, and what activities to engage
in during their visit (Chen et al., 2015; Liu
et al., 2024). eWOM not only affects travel
decisions but also influences expectations
and experiences during the visit. For instan-
ce, tourists who read positive reviews before
arriving at a destination may have high expe-
ctations, which can affect their satisfaction
or dissatisfaction with the destination (Stylos
et al., 2023).

Gastronomic events represent a signifi-
cant aspect of tourism and are becoming an
increasingly popular motive for travel wor-
ldwide. These events, which include food
festivals, wine tours, fairs, and other events
dedicated to local cuisine and gastronomy,
attract tourists interested in authentic expe-
riences that blend culture, tradition, and culi-
nary delights (Carvache-Franco et al., 2023).
Gastronomic events not only promote local
cuisine but also strengthen the identity of the
destination (Folgado-Fernandez et al., 2017;
Gaji¢ et al., 2023). These events provide
tourists with the opportunity to experience
unique culinary experiences deeply rooted
in local culture and tradition. Food festivals
often attract not only domestic but also inter-
national visitors, contributing to the develop-
ment of tourism and economic benefits for
local communities (O’Sullivan & Jackson,
2002; Vukoli¢ et al., 2023).

Furthermore, gastronomic events play a
significant role in fostering loyalty among to-
urists. Visitors who enjoy these events often
return to the destination, contributing to the
long-term development of tourism. Gastro-
nomic events also enable destinations to di-
fferentiate themselves in the tourism market
by attracting specific segments of tourists in-
terested in culinary experiences (Lopez-Guz-
man & Sanchez-Cafizares, 2012). Gastro-
nomic events represent a strong motive for
travel, particularly for tourists seeking aut-
hentic and unique experiences. These events
can significantly influence the perception
of the destination, as they provide tourists

with the opportunity to directly experience
culture and tradition through food and drink
(Stone et al., 2018). Many destinations use
gastronomic events as a key component of
their marketing strategies, recognizing their
potential to attract specific market segments,
such as gastronomic tourists (L1 & Cai, 2012;
Folgado-Fernandez et al., 2017; Vukoli¢ et
al., 2022).

When the concept of gastronomic events
1s linked with tourist motivation and eWOM,
it becomes clear that these events play a cru-
cial role in promoting destinations through
digital channels. Tourist motivation to attend
gastronomic events often arises from the
desire for authentic cultural experiences, as
well as the pursuit of quality and innovative
food and beverages (Gonzalez-Rodriguez et
al., 2016). Gastronomic events provide con-
tent that is easily shared through eWOM.
Visitors to these events often use social me-
dia and other online platforms to share their
experiences, posting photos, videos, and re-
views that can influence the decisions of ot-
her potential tourists (Fox & Longart, 2016).
Positive eWOM communication about ga-
stronomic events can significantly increase
the visibility and attractiveness of a desti-
nation, attracting new visitors (Martin et al.,
2016).

Methodology

This study aims to analyze tourist moti-
vation and its role in promoting destinations
through electronic word-of-mouth (eWOM).
The research was conducted in 2022 at four
significant gastronomic events in rural parts
of Serbia: Kulen Festival in Erdevik, Bacon
Festival in Kacarevo, Cabbage Festival in
Mréajevci, and Bean Festival in Cene;j. A to-
tal of 295 visitors at these events constituted
the sample on which the analysis was ba-
sed. Data were collected through fieldwork
using structured questionnaires, which were
pre-tested and adjusted based on a pilot
study. The questionnaire was designed based
on existing studies in the field of gastrono-
mic tourism and eWOM (Lopez-Guzman et
al., 2017; Cordova-Buiza et al., 2021), and
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it contains three main segments: socio-de-
mographic characteristics of respondents,
characteristics of their travels, and their mo-
tivations and interests related to gastronomy.

The survey was conducted at different
times during the events to ensure the repre-
sentativeness of the sample and to capture
a broad spectrum of visitors. The questi-
ons included various formats—from closed
to open-ended questions, with the use of a
Likert scale with 5 points (I = completely
unimportant; 5 = very important) to quantify
relevant items for the research. The collected
data were analyzed to identify key factors in-
fluencing tourist motivation, as well as their
willingness to recommend the visited desti-
nations through eWOM. This analysis pro-

vides a deeper understanding of the role of
gastronomic events in creating a positive de-
stination image and encouraging further pro-
motion through eWOM (Gonzalez-Rodri-
guez et al., 2016).

Results

In the study conducted at four significant
gastronomic events in rural parts of Serbia,
a total of 235 respondents participated. The
demographic characteristics of the partici-
pants, including gender, age, education level,
and income, are presented in Table 1. These
data provide insight into the various socio-
demographic profiles of the respondents,
contributing to a better understanding of the
sample structure in this research.

Table 1. Demographic characteristics of the respondents

Characteristic Category N (%)
Gender male 133 (56.6%)
female 102 (43.4%)
18-30 79 (33.62%)
Age 31-60 100 (42.55%)
61+ 56 (23.83%)
high school 95 (40.43%)
Education college or university degree 91 (38.72%)
master or PhD 49 (20.85%)
low average salary 25(9.33%)
medium average salary 117 (43.66%)
Salary ;
high average salary 94 (35.07%)
extremely high average salary 32 (11.94%)

Source: Author s research

Cronbach’s alpha is a measure of internal
consistency, that is, how closely related a set
of items are as a group. It is considered to
be a measure of scale reliability. Reliability
statistics are most often used when there are
several questions in the questionnaire that
are assessed by the Likert scale. This relia-
bility 1s investigated by Cronbach’s Alpha
test which must be greater than 0.07. In the
case of this research, the value of this test is
0.824, which indicates the high reliability of
the questionnaire.

Through the conducted factor analysis
(Table 2), five key factors were identified that
explain the motivation of tourists to participa-
te in gastronomic events and their willingne-
ss to promote destinations through electronic
word of mouth (eWOM). These factors are
defined based on the obtained mean values
(M) and standard deviations (SD), which are
presented below. The first factor, Motivation
for Participation in Gastronomic Events (M =
3.55, SD = 0.688), encompasses the motives
of visitors to attend events that promote local
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gastronomy. The mean value indicates that
visitors are generally motivated to participa-
te in such events, while the relatively small
standard deviation suggests homogeneity in
responses. This indicates that the majority of
visitors share similar motives regarding the
exploration and discovery of local culinary
specialties. The second factor, Perception
of the Destination (M = 3.22, SD = 0.762),
relates to how visitors perceive the destina-
tion through gastronomic events. The mean
value shows a moderately positive attitude of
visitors toward the impact of these events on
the perception of the destination, while the
standard deviation suggests slight variability
in responses, indicating the existence of di-
fferent perceptions among respondents. The
third factor, Social Interaction and Experien-

ce (M =3.82, SD = 0.755), describes the im-
portance of social interaction and the overall
experience during gastronomic events. The
high mean value indicates the significance
that visitors place on social aspects and the
experience at events, while the moderate
standard deviation suggests consistency in
visitors’ experiences and expectations re-
garding social interaction. The fourth factor,
eWOM (M = 3.55, SD = 0.826), refers to the
tendency of visitors to share their experiences
from events through digital platforms such as
social networks and blogs. The mean value
indicates a moderate willingness of visitors
to engage in eWOM activities, while the so-
mewhat higher standard deviation points to
variations in respondents’ attitudes toward
sharing their experiences online.

Table 2. Descriptive Statistics of Factors and Statements in the Analysis of Tourist

Motivation at Gastronomic Events

Factor m* SD* m* SD*
It is important to me to attend events that promote local
eEo gastronomy. 3.59 | 0.698
SEQE ., My visit to the event is motivated by the desire to try
'% S e ?; 355 | 0.688 specialties that I cannot find elsewhere. 3.09 1 0.851
>8E2 : : Participating in culinary workshops and competitions inspires
EEZ° me 3.88 | 0.664
s 3 — -
= 8.5 I am attracted by the authenticity of local food and drinks at 349 | 0.964
these events. ) ’
® Visiting these events contributes to my perception of the 405 | 0.761
= - destination as an attractive tourist spot. : :
=R Gastronomic events are the reason why I would visit this 395 | 0673
g ‘é’ 322 | 0762 destination again. : :
25 ) ’ I believe that events of this type enhance the image of the 355 | 0.813
8L destination. : :
E I associate the cultural and historical characteristics of the 4.50 0.739
destination with the gastronomic events. : :
= It is important to me to meet new people with similar
£ 2 interests at these events. 3.40 0.710
§ 2 I appreciate the opportunity to participate in social activities 355 0.677
e g 38 0.755 during the event. ) )
£ 7z : : My expectations were met in terms of entertainment and 299 | 0560
S recreation during the event. : :
g5 It is important to me that my friends or family are part of my 415 | 0.750
xn experience at these events. : :
I am inclined to share my experience of these events through 360 | 0671
= social media or blogs. : )
o It is important to me to read reviews or recommendations
= 3.55 | 0.826 before attending an event. 3.05 | 0.854
5]
I would often recommend attending these events online. 3.19 | 0.866
= I am satisfied with the overall experience at the gastronomic
= @
£ ovents. 3.05 | 0.846
g ; My expectations were met during my visit to the event. 4.13 | 0.790
Ef g 3.72 | 0.688 I believe that my positive recommendation can influence 364 | 0813
= < others’ decision to attend the event. : :
5 e These events have contributed to my decision to visit this 372 | 0.841
R destination again. : :

*M=mean; SD= standard deviation

Source: Author s research
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Finally, the fifth factor, Satisfaction and
Intention to Revisit (M = 3.72, SD = 0.688),
relates to the level of visitor satisfaction and
their willingness to revisit the event or de-
stination. The mean value indicates general
visitor satisfaction, while the low standard
deviation suggests that the responses are
quite consistent, indicating a high rate of sa-
tisfaction and potential for visitor return. In
summary, these identified factors - motiva-
tion for participation, perception of the de-
stination, social interaction and experience,
eWOM, and satisfaction and intention to re-
visit - provide valuable insights into the key
drivers of tourist behavior at gastronomic
events. Understanding these factors is crucial
for event organizers and destination marke-

ters aiming to enhance tourist experiences,
encourage positive eWOM, and ultimately
promote the destination to attract a larger
number of visitors.

Levene’s Test for Equality of Variances
indicated statistically significant differences
in responses between males and females at
the 95% confidence level. An independent
samples T-test was used to compare the ari-
thmetic means of responses between male
and female respondents. The analysis of the
results revealed that there are statistically si-
gnificant differences in respondents’ answers
based on gender for all factors, with a signifi-
cance level of p <0.001.

The results of the t-test are presented in
Table 3.

Table 3. T - test (by gender)

Factor Male T Female ¢ p*
ﬁiﬁiﬁiﬁﬁﬂiﬁ participate in 3,13 4,51 -11,423 0,000
Perception of the destination 2,05 3,64 -12,745 0,000
Social interaction and experience 3,71 4,11 -12,244 0,000
eWOM 2,27 3,31 -13,493 0,000
Satisfaction and intention to revisit 3,35 3,90 -12,553 0,000

*m = mean; t = t-test; p < 0,01

Source: Author s research

The table 3 presents the results of the
independent samples t-test, which was con-
ducted to examine the difference in mean va-
lues between male and female respondents in
relation to several key factors associated with
gastronomic events. The first factor, “Moti-
vation to participate in gastronomic events,”
shows a statistically significant difference
between male (M=3.13) and female respo-
ndents (M=4.51), with a t-value of -11.423
and p<0.001, indicating that women have
a higher motivation to participate in such
events. The second factor, “Perception of the
destination,” also records a statistically si-
gnificant difference, where women (M=3.64)
have a more positive perception of the desti-

nation compared to men (M=2.05), as confir-
med by the t-test (t=-12.745, p<0.001). The
third factor, “Social interaction and expe-
rience,” shows a significantly higher value
among female respondents (M=4.11) com-
pared to males (M=3.71), with t=-12.244
and p<0.001, suggesting that women value
the social aspects and experiences during
events more. The fourth factor, “eWOM,” in-
dicates a significant difference between male
(M=2.27) and female respondents (M=3.31),
with t=-13.493 and p<0.001, meaning that
women are more inclined to electronically
recommend destinations and events. The fi-
nal factor, “Satisfaction and intention to re-
visit,” shows that women (M=3.90) express
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a higher level of satisfaction and a greater
likelihood of revisiting the destination com-
pared to men (M=3.35), with a statistically
significant difference (t=-12.553, p<0.001).
The relationship between subjective-
ly experienced satisfaction and the level of
education of the respondents was investiga-
ted using Pearson’s linear correlation coeffi-
cient. For Pearson’s correlation, an absolute
value of 1 indicates a perfect linear rela-

tionship, while a value close to 0 indicates
no linear relationship between the variables.
The sign of the coefficient indicates the dire-
ction of the relationship. After the analysis,
the results confirmed that the assumptions
of normality, linearity, and homogeneity of
variance were satisfied. A strong positive
correlation between these two variables was
calculated, r = 0.8, n = 295, p < 0.001, as
shown in Table 4.

Table 4. Correlations

Satisfaction Education

Pearson Correlation 1 .8
Satisfaction Sig. (2-tailed) .001

N 235 295

Pearson Correlation .8 1
Education Sig. (2-tailed) .001

N 235 295

Source: Author s research
Discusion sonal preferences, cultural context, and other

In this study, which examined the rela-
tionship between subjectively experienced
satisfaction and the level of education of the
respondents, the results indicate a signifi-
cant positive correlation between these two
variables. The Pearson correlation results
(r= 0.8, p <0.001) suggest a strong linear
relationship between the level of education
and subjective satisfaction, meaning that res-
pondents with higher education levels tend
to report higher levels of subjective satisfa-
ction. These results can be interpreted in the
context of several factors. First, higher edu-
cation may contribute to a greater level of
critical thinking, awareness, and the ability
to recognize quality services or experiences,
which can influence subjective satisfaction.
Additionally, educated individuals may be
in a better economic position, allowing them
access to higher-quality experiences, further
enhancing their satisfaction levels.

However, while the correlation is strong,
it 1s important to consider that correlation
does not imply causation. Other factors may
also influence this relationship, such as per-

socio-demographic factors that were not co-
vered in this study. Furthermore, although
the assumptions of normality, linearity, and
homogeneity of variance were satisfied, it
is important to note that these analyses only
provide insight into the linear relationships
between variables. Non-linear relationships,
as well as potential interactions between va-
riables, were not examined in this study, and
future research could further explore these
aspects.

Conclusions

In conclusion, this study highlights the
significant role of various factors in shaping
tourist behavior and perceptions at gastrono-
mic events. The results indicate that tourists,
particularly women, show a strong motivati-
on to participate in such events, driven by fa-
ctors such as the unique culinary experiences
offered, the social interactions and cultural
richness associated with these destinations,
and the overall satisfaction with the events.

Moreover, the findings emphasize that
tourists are not only satisfied with their
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experiences but are also highly motivated
to share their positive impressions and re-
commend these gastronomic destinations
through electronic word-of-mouth (eWOM).
This tendency to promote destinations via
digital platforms suggests that eWOM is a
powerful tool in the marketing and promo-
tion of gastronomic tourism, contributing to
the growing popularity and attractiveness of
these destinations. This insight is particularly
valuable for event organizers and destination
marketers, as it underscores the importance
of enhancing the overall tourist experience
to foster positive eWOM and, consequently,
attract more visitors in the future.

Theoretical Implications

This study contributes to understanding
tourist motivation and perception in the con-
text of gastronomic events, with a particular
focus on the role of eWOM in destination
promotion. Theoretically, the study confirms
the importance of socio-cultural factors, such
as social interaction and cultural authentici-
ty, as key determinants of tourist satisfaction
and their willingness to share experiences
through eWOM. The findings of this rese-
arch complement existing theoretical fra-
meworks on the impact of gastronomic tou-
rism on destination perception, emphasizing
the significance of subjective experiences in
forming a positive destination image.

Additionally, the study reveals how va-
rious factors, including participation motiva-
tion, destination perception, and satisfaction,
influence tourists’ willingness to use eWOM
as a promotional tool. These findings expand
the existing literature on eWOM in the con-
text of gastronomic tourism and highlight the
importance of further research into the role
of digital platforms in shaping tourist beha-
vior and promoting destinations.

Practical Implications

The practical implications of this study
are significant for organizers of gastronomic
events and tourism destination marketers.
The results indicate that careful planning and
enhancement of gastronomic events are cru-

cial for attracting tourists, particularly those
motivated by authentic experiences and cul-
tural diversity. Organizers should focus on
creating unique and interactive experiences
that will increase visitor satisfaction, leading
to a higher likelihood that tourists will share
their positive impressions through eWOM.

Furthermore, given that eWOM plays a
key role in destination promotion, tourism
organizations and marketers should imple-
ment strategies that encourage digital sha-
ring of experiences, such as contests, social
media promotions, and active engagement
with visitors on digital platforms. These stra-
tegies not only increase the visibility of the
destination but also help in building a loyal
visitor base that will continuously promote
the destination through positive recommen-
dations.

Therefore, this study provides valuable
guidelines for improving marketing strate-
gies and designing gastronomic events to
enhance tourist satisfaction and strengthen
destination promotion through eWOM.
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